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Research Overview LOUISIANA

Background

4 On April 20, 2010, there was an explosion and subsequent fire on an oil rig in the Gulf of Mexico. Shortly thereafter, the rig, located 50 miles off
the coast of Louisiana, began leaking oil. The Louisiana Office of Tourism wished to assess the impact of the oil spill on perceptions of and interest
in visiting Louisiana.

4 The research reported herein details results from the second of two waves of research designed to measure the impact of the oil spill. MDRG
conducted the first wave of research in May 2010 with a nationwide sample of respondents, and the second national wave in August 2010.

Research Objectives

4 Measure current perceptions of Louisiana as a leisure destination
4 Measure intent to visit in the next 12 months

4 Track changes over time

Methodology

4 MDRG used an Internet panel for the purposes of data collection. The survey was available on MDRG’s secure website from August 3-6, 2010,
and took an average of 6.8 minutes to complete.

2 The first wave survey was available on MDRG’s secure website from May 19-21, 2010, and took an average of 6 minutes to complete.

Sample

4 Respondents were recruited from the e-Rewards Consumer Internet Panel. In order to reflect the target consumer, they were screened to ensure
they:

S Are atleast 25 years old

Have household incomes of $50,000 or more

Take at least one trip per year that includes a paid overnight stay

Either share equally or are the primary decision maker when making leisure travel plans
Do not currently live in Louisiana

OO0V oO

Are not employed in the travel, market research, marketing or advertising industries
total of 1,003 nationwide respondents completed the survey in each wave.

¢
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LOUISIANA

What can Louisiana (and other Gulf Coast
states) expect in terms of visitors?
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About one-fifth of nationwide respondents said that they "
plan to visit Louisiana in the next year.

Base: Respondents who do not live in the state
(n=1003 total in each wave)

Intent to visit: Louisiana Florida Texas Alabama Mississippi
60%

55% m May 2010 = August 2010

50%

40%

30%

20%

% “top box” (4-5 on 5-point scale)

10%

0%

Q2. Using a scale from 1 to 5 where “1” means not at all likely and “5” means M D RG
extremely likely, please pick any number from 1 to 5 to indicate how likely you I
5

are to visit the following states for leisure or pleasure in the next 12 MONTHS: Market Dynamics Research Group



LOUISIANA

Do they know about the oil spill?
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Nearly everyone is following the oil spill story... il

Total Respondents
(n=1003 in each wave)

60
B May 2010 = August 2010
40
xX
20
1 0
0 - oge
Not at all familiar Familiar, but have Familiar, and have Familiar, and have
with story not followed the followed the story followed the story

story somewhat closely

Q5. Which of the following statements best describes how I I I M D R‘ ;
7

familiar you are with the oil spill story in the Gulf of Mexico. Market Dynamics Research Group



..and they follow it on TV and the Internet, although... "

Total Respondents
(n=1003 in each wave)

60

® May 2010 = August 2010

40

o 1 0 0
T - T 1
Network TV Cable TV Internet Local TV Newspapers Radio Family and Magazines None of the
news news news Friends above

_ |IMDRG

Q12. What is your number one source of information about the oil spill? Market: Dynamics Research Group



..Only about 3 out of 10 (32%) believe the storyis =
reported accurately.

Total Respondents
(n=1003 in each wave)

May 2010 August 2010
100% 100%
o,
Story Is szl-izfe Story Is BZ 9I:9%
elieve
EXAGGERI-}TED Exaggerated EXAbGGERdA.TED Exaggerated
80% 1 (6-10) so | oyMeda  (g10)
60% - 60% 9
38.4% 31.5%
Accurate Acc(ur)ate
(5) >
40% - 40% oiiiiiessrssssmmmsssnssesaaaaaan e a e
Story Is 33.3% Story Is 38.6%
20% - e Bl 20% DOWNPLAYED Do‘::r:ﬁ‘;ied
by Media ownplaye :
(0-4) by Media (0-)
0% - 0%

Q7. Think for a moment about all that you have seen or heard about the oil spill from all news sources, and then rate your opinion using a scale from 0-10
where “0” means the story is being downplayed, “5” means the story is being accurately reported, and “10” means the story is being exaggerated.

0- 5- 10-
Being downplayed 1 2 3 4 Being accurately 6 7 8 9 Being exaggerated I I I M D RG
9
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LOUISIANA

How bad do respondents think the oil spill has
been for Louisiana?

Market Dynamics Research Group
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Almost half of nationwide respondents believe that the oil ™~
spill is as bad or worse than the 2005 hurricanes...

Total Respondents
(n=1003 in each wave)

Compared to the 2005 hurricanes, the
devastation caused by the oil spill is:

May 2010

Not sure
9.6

Q8. In the summer of 2005, as you probably remember, Hurricanes Katrina and Rita hit
Louisiana. Compared to what you know about the devastation to Louisiana caused by
those hurricanes, do you think the devastation to Louisiana caused by the oil spill is:

August 2010

Worse

Not Sure
7.2

28.0

MDRG
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...and that it will affect Louisiana for years. LOVISIANA

Total Respondents
(n=1003 in each wave) (

About 8 out of 10 Nationwide
respondents believe that the oil spill will
affect Louisiana for at least 2 years.

A
o )

41

60

Less than 6 months 6 months - < 1 year 1-2 years 2-5 years 5-10 years More than 10 years

Q11. Based on everything you know about the oil spill, how | I I M D R‘ ;

long do you think Louisiana will be affected? 12 Market Dynamics Research Group



LOUISIANA

How has the Qil Spill Affected Travel Plans to
Louisiana?
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To answer that question, we examined travel plans to LOUISIANA

Louisiana before and after the oil spill.

4 Respondents were asked to indicate how the oil spill in the Gulf had affected their leisure travel plans to Louisiana. They could select
from the following list of options:

S The oil spill caused me to plan a leisure trip to Louisiana.
S The oil spill caused me to cancel a leisure trip to Louisiana.
S The oil spill caused me to postpone a leisure trip to Louisiana.
2 The oil spill caused me to change the areas or attractions to visit on my leisure trip to Louisiana.
2 The oil spill had no impact on my plans to take a leisure trip to Louisiana.
4 The effect of the oil spill on leisure travel plans to Louisiana was calculated as follows:
S The number/percentage of respondents likely to visit Louisiana prior to the oil spill
S Plus the number/percentage of respondents who planned trips to Louisiana because of the oil spill
< Minus the number/percentage of respondents who cancelled or postponed trips to Louisiana because of the spill

e “~ - ~ - ~

/ \ / \ /Cancelled or /Net offect of\\
[ HadtriptolA | [ Plannedatrip | Postponed [ oil spill on
| planned ’ .~ to LA afteroil | trip to LA ’ \ ot P! ‘
‘. o « . ‘. I | visitation to
\  before oil spill /,: \ spill / \  because of oil \

w/ !A‘//
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The net effect of the oil spill on visitation to Louisiana is

negative.

Effects of oil spill on leisure travel plans
measured in 3 steps:

1. Had Plans to Visit before the Qil Spill

2. Made Plans to Visit after the Qil Spill

3. Cancelled or Postponed Plans to Visit after
the Oil Spill

Have Plans to visit

Number

218

+8

-57

169

May 2010

Percentage

22%

+1%

-6%

17%

Q2. Using a scale from 1 to 5 where “1” means not at all likely and “5” means extremely likely, please pick any number from
1to 5 toindicate how likely you are to visit the following states for leisure or pleasure in the next 12 MONTHS: LOUISIANA

Q10. How has the oil spill affected your leisure travels to Louisiana?

LOUISIANA

August 2010
Number Percentage
252 25%
+12 +1%
-72 -7%
192 19%

MDRG
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LouisianaTravel.com

In fact, 29% of would-be visitors cancelled or postponed LOVISIANA

plans to visit Louisiana because of the oil spill.

August 2010
Before the Oil Spill After the Oil Spill
100% (n=991) (n=252)
0/ y; 29%
Did not have S Cancelled or
plans to visit S postponed trips to
80% Louisiana i Louisiana !:ecatuse
K of the oil spill
60%
40%
20%
0%

NOTE: Respondents who made plans to visit Louisiana after the oil spill (n=12) are excluded from the analysis.
Q2. Using a scale from 1 to 5 where “1” means not at all likely and “5” means extremely likely, please pick any number from

1to 5 to indicate how likely you are to visit the following states for leisure or pleasure in the next 12 MONTHS: LOUISIANA

Q10. How has the oil spill affected your leisure travels to Louisiana? [Chart includes respondents who said that they either
cancelled or postponed a leisure trip to Louisiana because of the oil spill.]

_IIMDRG

Market Dynamics Research Group



LOUISIANA

What could Louisiana say that would attract
visitors?

Market Dynamics Research Group
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Tell them that Louisiana wildlife, the Louisiana coast and LOVISIANA
Louisiana seafood are okay.

Among Respondents NOT likely (1-3 on 5-point scale) to visit Louisiana
(May 2010 base=834, 83% of Respondents; Aug. 2010 base=811, 81% of Respondents)

60‘

They would be more likely

to visit if they knew that: B May 2010 = Aug. 2010

40

Wildlife were not Coast was not Seafood was not  Biking and hiking
damaged contaminated contaminated trails were open open to boating not closed

Waterways were Swamp Tours were Deep sea fishing
was available

Q9. Earlier you indicated that you are not likely to visit Louisiana in the next 12 month. M D RG
Please use the scale below to indicate your agreement with the list of statements I
about visiting Louisiana. | would be more likely to visit Louisiana if... 18 Market Dynamics Research Group



Let them know that the state can offer what’s important

to them... unique experiences and superb cuisine.
(The challenge will be making them feel safe and secure.)

Louisiana is:

Average on 5-point scale (Performance)

LOUISIANA

eeeeeeeeeeeeeeeee

August
Importance
Score

Is safe and secure

= May 2010
August 2010

P 3.0

3.08

hd

431

Has unique experiences that you
cannot get anywhere else

3.99

Has restaurants that offer superb,
local cuisine

3.86

Has 2 variety of historical and cultural | 5.56

attractions

3.84

Has a clean and unspoiled
environment

B 2.72

2.75

3.77

Has interesting fairs and festivals

I 3.40

3.53

3.11

Has a variety of outdoor activities

such as hunting, fishing and camping

I 3.4

3.24

2.58

Total Respondents
(n=1003 in each wave)

2.5

Q3/Q4. Think for a moment about when you are planning a leisure trip. Using a scale from 1 to 5 where “1” means the phrase is not at
all important/does not describe LA well at all and “5” means the phrase is extremely important/describes LA extremely well, please pick
any number from 1 to 5 to indicate how important the phrase is to you in terms of what you want from a leisure destination/your

perceptions of Louisiana.

4.5

|
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Respondents who plan to visit Louisiana want to eat LOUISIANA

Louisiana cuisine. Louisiana food is the most-often given
reason for selecting the state...
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Among Respondents likely (4-5 on 5-point scale) to visit Louisiana
August 2010 base=192, 19% of Respondents)

Q9.3 What led you to select Louisiana as a leisure M D RG

travel destination? (Select all that apply.) 20 Market Dynamics Research Group



...and a major reason why they are not selecting Louisiana

Among Respondents NOT likely (1-3 on 5-point scale) to visit Louisiana
August 2010 base=811, 81% of Respondents)

| would visit Louisiana if:

Leisure attractions and
activities were not closed
because of the oil spill

LOUISIANA

L
e

One-third of unlikely visitors said that

they would be more likely to visit if

“Seafood was available like it was before
the oail spill.”

33%

Seafood was available like it
was before the oil spill

33%

The oil spill in the Gulf of
Mexico had never occurred

26%

Q9.1. Do you agree or disagree with the following: | would visit Louisiana if:

% Agree

40.0%

21
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Respondents who plan to visit Louisiana are most likely to ~
visit New Orleans.

Among Respondents likely (4-5 on 5-point scale) to visit Louisiana
August 2010 base=192, 19% of Respondents)

100%
85%

80% -

60% -

40% -

26%
20% 17%
11%
- 5%
0% N T T
New Orleans Baton Rouge Southwest Louisiana North Louisiana Central Louisiana

Q9.2 Earlier you indicated that you are likely to visit M D RG
Louisiana. Which of the following areas of Louisiana I
22

do you plan to visit? (Select all that apply.) Market Dynamics Research Group



LOUISIANA

What specifically should be said about
Louisiana seafood?

Market Dynamics Research Group
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Let people know that contaminated seafood is not for

LOUISIANA

nnnnnnnnnnnnnn

sale, regulations are in place to ensure consumer safety.

False Statements about

Percent Believe + Not Sure

Louisiana Seafood: The Truth
Shrimp costs more because |[May 20200 57 Shrim priced higher
has to be cleaned Aug. 2010 53 because of lower
(FALSE) production

Restaurants that serve
seafood put customers at risk
(FALSE)

(%1
[, ]

48

Contaminated seafood is
not for sale

Fishing allowed where oil is
present
(FALSE)

w
(2}

44

Some fishing spots have
been re-opened, but not
where oil is present.

True Statement about
Louisiana Seafood:

Percent Do NOT Believe + Not Sure

Regulations are in place to
ensure bad seafood not sold
(TRUE)

40

35

Several government
agencies regularly test
Louisiana seafood

Total Respondents
(n=1003 in each wave)

Oil began spilling from an oil well on April 20, 2010 after an oil rig exploded in the Gulf of Mexico about 50 miles off the coast of Louisiana.
Since mid-July 2010, the oil spill has been contained with a temporary cap. Q6. Considering this information and anything else you may have
heard about the oil spill, please indicate whether you believe each of the following statements about Louisiana seafood.

IMDRG
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LOUISIANA

Respondent Profile

Market Dynamics Research Group
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Last Time Visited Gulf Coast States @

Base: Respondents who do not live in the state
(n=1003 total)

100%
8
80%
Never
60% @ More than
5 years ago
40% H Within the
last 5 years
20%
0%

LOUISIANA Mississippi Alabama Texas Florida

Q1. Please indicate the last I II M D RG
26

time you visited... Market Dynamics Research Group



Respondent Profile

LOUISIANA

nnnnnnnnnnnnnn

r

Respondent base (n=1003)

Units: %

Age May 2010 Aug. 2010
20-35 22 18
36-55 36 38
56 and older 42 44

Gender
Male 53 48
Female 47 52
Household Composition
Single, no children 17 22
Single, with children 2 3
Married/Living with partner, no children 50 51
Married/Living with partner, with children 31 23

Educational Attainment May 2010 Aug. 2010
No college 9 6
Some college 19 17
College graduate 38 32
Post-graduate work or degree 35 44

Race/Ethnicity
White 85 83
Black/African-American 4 7
Asian 4 3
Hispanic 5 6
Other 2 2
Household Income
S50K to under $75K 38 40
S75K to under S100K 28 27
$100k to under $125k 17 12
$125k and over 17 21

27
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Appendix: Questionnaire

= Separate Document

Market Dynamics Research Group
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Thank you
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